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HE HEARS THE SOUND 


The magic cf a music box . . . a little boys’s laughter of 


delight. 


Every endeavor offers some measure of satisfaction: a 
job well done, a profit made, a problem overcome. But in 
our profession there is a deeper, more enduring satisfac- 
tion: the sudden, youthful smile of an old man talking 
on the phone again .. . the young mother’s sigh of con- 
tentment as she hears her child’s soft “Good night” .. . 
this tot’s awakening to the wonderful world of sound. 
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OF SILENT NIGHT 


At times like these, you realize once again that to the 
hard-of-hearing a hearing aid is truly a dream come true, 
a miracle, a Christmas morning, and that to play some 
part in making these dreams come true is indeed a heart- 
warming and rewarding job. 


To all our distributors and friends and to the hard-of- 
hearing everywhere, Audivox sends the season’s happiest 
wishes. May all your dreams come true and may your 
Christmas morning last all year. 


aUudivO™X unearne as 


Successor to the Western Efeciric Hearing Aid Division 


Audivox Hearing Aids are licensed under patents of the American Telephone 
and Telegraph Company, and Bell Telephone Laboratories, Incorporated. 


Home offices and Main Plant 123 Worcester Sireet, Boston 18. KEnmore 6-6207. 
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Code of Ethical Trade Practices 
For Hearing Aid Manufacturers and Retailers 


In this issue of AUDECIBEL, beginning on page 
16, is the full text of the new Code of Ethical 
Trade Practices for hearing aid manufacturers and 
retailers. This code was prepared by the Hearing 
Aid Industry Conference and our Society, and it has 
received the approval of members of both 
organizations. 


The Code has many virtues. A more obvious one 
is the fact that it will benefit the hard of 
hearing public, for it will result in more truthful 
advertising and ethical business practices. 


Another virtue of the Code is that it is not 
just a vague set of generalities; rather, it spells 
out specific rules of conduct by which each 
industry member may be guided and measured. 


The final virtue of the Code lies in the fact 
that it is clear evidence that our industry is 
united as never before in its awareness of its 
responsibilities to the public and in its determina- 
tion to discharge those responsibilities through a 
program of self regulation and self supervision. 





As this issue of AUDECIBEL goes to press, 
plans are being made to take the next step -- the 
implementation and enforcement of the Code. In the 
March issue we'll have a full report on the | 
progress made. 
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Of the millions of people who need your 
help, far too many fail to recognize the 





danger signals that indicate a correctable “What did he say?” 
hearing loss. To publicize these symptoms Sees pa ed hyp ms 
and the expert aid you offer, the Mallory oe Sa geen 
advertisements shown on this page have aoe See 
been telling your story consistently to Le TS 
millions of readers of TIME magazine. Ca eo 
Throughout the year many of your fellow “Sorry, ee Fe are: 
hearing specialists have commented en- game 
thusiastically on this campaign. We hope Bat 
it has served you well. Mallory’s service pF eo 
to you and your customers dates back =e 
many years, to the development of the Sos 
first mercury batteries. Today, Mallory Sac eer 
mercury batteries are still unequalled for co 
long, fade-free life. oe 

MALtory 


In Canada, Mallory Battery Co. of 
Canada, Ltd., Toronto 4, Canada 





Mallory Battery Company 
Cleveland, Ohio 
a division of 
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Left: Top speakers present interesting talks at the Annual 

Meeting. They are: SHAA President Kenneth S. Wood, 

SHAA Governor and Program Chairman Stanley Foster, 

California Chapter President Esther R. Daniel, Dr. Sum- 

ner Hayward, HAIC President Leland Watson, Dr. R. 

Edwin Shutts, Dr. Earl R. Harford, Marshall Williams, 
William Cullen, and Peter C. Werth. 


SHAA 8th ANN 


A. RECORDS were broken at the 8th Annual Meeting of 


the Society of Hearing Aid Audiologists—records for at- 
tendance, for enthusiasm, and for excellence of the pro- 
gram. 


The meeting, held October 9 and 10 at Chicago’s 
Hotel LaSalle, was attended by well over 400 persons. 
This number was far in excess of anticipated attendance 
of 175 to 200, based on last year’s figures. 

Official total of those actually registered was 325. 


From the time the meeting opened with President 
Kenneth S. Wood’s address, to the closing speech de- 
livered by Dr. John Furbay, those present were treated 
to one of the most outstanding programs ever presented 
by the Society. 


Program Chairman for the meeting was SHAA Gov- 
ernor Stanley K. Foster, who also served as moderator. 
At the conclusion of the meeting, Mr. Foster received a 
standing ovation and was presented with a certificate of 
appreciation by President Wood. 


ENTERTAINMENT AT BANQUET 


High point of the two-day event came when members 
and guests gathered in the banquet room Friday evening 
to watch top TV entertainers do their stuff—with the 
bills paid for by the following manufacturers: Acous- 
ticon, Audio Co. of America, Audivox, Beltone, Dahlberg, 
Hal-Hen, The Hearing Dealer, Maico, Mallory, National 
Hearing Aid Journal, Otarion, Qualitone, Raytheon, Telex, 
and Tonemaster. 

Two panel discussions highlighted the program: one 
on the new Code of Ethical Practices for hearing aid 
manufacturers and retailers and one on relationships 


among otologists, clinical audiologists, and hearing aid 
audiologists. 


BUSINESS MEETING 


At the business meeting Saturday afternoon, So- 
ciety members voted to: 


® Approve an amendment to permit state chapters 
to admit, as members, “entrants,” who have applications 
for certification pending .. . 


® Approve the Code of Ethical Trade Practices for 
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Hearing Aid Manufacturers and Retailers (see page 16) 


® Unanimously re-elect John Whidby as governor of 
the Southeast Territory . 


® Approve the following resolution on licensing: 
“Recognizing the interest of numerous individuals and or- 
ganizations who feel that the public health and welfare 
requires that state governments have regulatory powers 
and the power to establish minimum qualifications for 
the fitting, selling and servicing of hearing aids, we, the 
Society of Hearing Aid Audiologists, do hereby resolve 
to aid in the drafting of legislation to effect such ends 
where the proposed legislation is clearly in the interest of 
the public and the Society.” 


The meeting also witnessed the presentation by Miss 
Esther R. Daniel of a check for $447.39 to be used to set 
up a fund to finance regional meetings. This amount 
represented the surplus funds left over after the Society’s 
West Coast Meeting, which was conducted by Miss Daniel 
and her committee, and which led ultimately to the forma- 
tion of the California Chapter of the Society. The Hal- 
Hen Company promptly added a fifty-dollar contribution 
to this fund. 

At the conclusion of the meeting, plans were im- 
mediately made for next year’s Annual Meeting, which 
will be held at the same hotel on October 6, 7, and 8, 1960. 


* * * 


Changing Concepts in the Relations Among Otologists, 
Clinical Audiologists, and Hearing Aid Audiologists. 
Panel discussion presented by Richard A. Winchester, 
Ph.D.; David Myers, M.D.; and A.P. Mynders, Certified 
Hearing Aid Audiologist. 


© Cooperation and mutual understanding among those 
working with the hard of hearing are of vital importance. 

® The brand name of the hearing aid is of far less 
importance than the reputation of the Hearing Aid 
Audiologist. 


® Hearing aid selection programs of clinics represent 
an area of misunderstanding between professional and 
commercial groups—and a critical re-evaluation of these 
programs is necessary. 

These three themes dominated the panel discussion, 
which began with Dr. Myers’ talk on surgical advances, 
illustrated with slides and a color film. 
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UAL MEETING: BIGGEST AND BEST 


Today’s “micro-surgery” of the middle ear, he said, 
uses microscopes that magnify from 6 to 40 times. To 
emphasize the difficulty of middle-ear surgery, he re- 
minded his audience that the stapes is only 3 mm. long 
and 1 mm. wide (1 mm. = about 1/265 in.). 





TAPES AVAILABLE: Through the courtesy of Stanley 

Foster, Jr., tapes were recorded of eight of the talks pre- 

sented, and are available through the Society. See page 
11 for details. 





“Performing surgery in the middle ear,” Dr. Myers 
added, “is something like carving the Lord’s prayer on 
the head of a pin.” 

He concluded by advising Society members to be 
“goodwill ambassadors” by refering to an otologist persons 
who may need medical or surgical care for their hearing 
loss. 

“The brand name of the hearing aid,” Dr. Winchester 


told the meeting, “is of far less importance than the good 
name of the hearing aid dealer.” 


In addition, he reported that recent research is cast- 
ing doubt on the effectiveness of clinical procedures now 
in use in connection with hearing aid selection programs. 

“There is now going on within our professional ranks 
a critical re-evaluation and scrutiny of present techniques 
of hearing aid selection,” he said. One reason for this, 
he added, was due to the “variation in output characteris- 


tics from one instrument to the other of the same make 
and model.” 


In this connection, he stressed the need for a master 
hearing aid. The use of this device by clinics, he pre- 
dicted, would result in better and closer working rela- 
tionships between professional and commercial workers. 

Discussing relationships between the groups, Dr. Win- 
chester referred to the “bad old days after World War 
II,” when, “in many instances, poorly trained audiologists, 
or persons with insufficient experience, were in the busi- 
ness of recommending hearing aids. At the time, there 
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was justifiable criticism of these ac- 
tivities by the leaders of the hearing 
aid industry,” he said. 


“Since that time, however, there 
has been an improvement in working 
relations between the two groups 
involved. This, I believe, is due to 
the fact that we both have sought to 
clean up our own houses. 


“Clinical audiology, through the 
efforts of its national organization, 
the American Speech and Hearing 
Association, has constantly fought for 
higher standards of professional 
training and clinical certification. 


“The members of the hearing aid 
industry have also seen the general 
improvements in conditions within 
the retail aspects of the industry. 
The existence of your Society with its 
avowed purposes of improving the 
technical and ethical standards of 
the hearing aid business is good evi- 
dence of this fact,” he said. 


Mr. Mynders pointed out that mis- 
understandings between professional 
and commercial workers “have arisen 
from fundamental misconceptions on 
the part of each to the problems of 
the other.” The misunderstandings, he 
added, have tended to react to the 
disadvantage of each and to the dis- 
advantage of the hard of hearing 
person. 


Discussing the role of the Hearing 
Aid Audiologist, he said, “We feel 
a profound responsibility for the 
hearing aids of our users, and desire 
to sell service — not equipment.” 


This, he pointed out, is in opposi- 
tion to the older concept of “having 
ribbon clerks in a department store 
sell hearing aids by the yard, instead 
of by the decibel.” 


Answers to five questions, he said, 
are needed before the professional 
groups and the hearing aid industry 
could together serve the best inter- 
ests of the hard of hearing public: 


1. To what extent does the otologist 
desire to participate in the fitting of 
hearing aids? 


2. Is audiometric testing by air, 
bone, and live or recorded voice a 
desirable prerequisite to fitting. .. ? 

3. If so, should such testing be 
done by the otologist, the hearing 
aid dealer, or both? 

4. If the clinical audiologist or the 
otologist is going to advise the hear- 
ing-handicapped individual in the pur- 
chase of a hearing aid, should he not 
be fully and completely conversant 
with the response curves, db output, 
and acoustic gains of all instruments 
as they become available, and of 
every possible combination of output, 
gain, and frequency response of the 
various makes? 

5. Shall it be the responsibility of 
the clinical audiologist, the hearing 
aid audiologist, or the otologist to 
































PANEL ON the Code of Ethics: Leland Rosemond, Moderator Stanley Foster, Leland 
Watson, Esther Daniel, and Louis McLean. 





PANEL ON “Changing Concepts in the Relations Among Otologists, Clinical Audio- 


logists, and Hearing Aid Audiologists’: 


Dr. David Myers, Tony Mynders, and Dr, 


Richard A, Winchester, 


provide a period of advisement and 
training. .. ? 


“The one great stumbling block in 
establishing rapport between the 
allied professions and the hearing aid 
industry is ‘clinical hearing aid evalu- 
ation’ that results in the commercial 
recommendation of what particular 
brand of hearing aid to buy,” Mr. 
Mynders concluded. 


* * * 


Private Industry vs. Government 
Distribution in England. Address 
by Peter C. Werth, past president 
of the (British) Society of Hearing 
Aid Audiologists, Ltd. 


Mr. Werth told the meeting of 
socialized medicine’s effects on the 
British hearing aid industry. In 
1947, he said, the government de- 
cided to manufacture hearing aids 
because it thought the industry was 
doing a poor job and because it might 
help garner more votes at election 
time. 


“The publicity about the govern- 
ment’s plans nearly wrecked the in- 





dustry before they even put out a 
government hearing aid,” Mr. Werth 
said. 


When the govenment hearing aid 
was produced, he said, it was a large, 
bulky, old-fashioned instrument. “The 
waiting list for it was long, but many 
hard of hearing persons were w? ‘ng 
to wait,” he added, since it was ‘ree. 


But after a short time, many be- 
came dissatisfied with the government 
model, and the private industry began 
to grow again and to come out with 
improved instruments. By 1951, the 
tide had turned in favor of privately- 
made aids, he said. 


Recently, the government said it 
would produce a new, smaller aid — 
but “the people have learned a lesson. 
They’re not awaiting it; they’re 
purchasing the better aids manu- 
factured by private industry,” he 
concluded. 


# x * 


The Society of Hearing Aid Audiol- 
ogists in Britain. Address by Wil- 
liam Cullen, past president of the 
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NEW... 1960: 


@ Fresh, slim new design 

@ Front mounted volumes 
control for easy adjust 
ment 

@ Simplified fitting with 
pre-hinged fore temples 

®@ Separate Off-On switch 
on volume control 

@ Completely bendable for 
perfect fit 

ae Sealed 
resistant? 

@ Economical 675 battery 

@ Wide variety of color 
combinations 

@ Flattering on mer 
women 

tM G@relsalelolal-sahn-mmaalohiaal-t°miel; 


optimum performance 
® Dependable, trouble-free 


circuit 


Product and promotion—The new 1960 Tonemaster line is being backed by the 
atest lead-producing promotion in Tonemaster’s history. Television—Featured on 
BC Network TV wit ith prominent local dealer mention each week. 
Newspapers— Weekly schedules carried out at local market level mean high volume 
dealer sales. Direct Mail—Tens of thousands lead-producing mailing pieces 
being sent out every week. 


Let us prove to you what Tonemaster can do 

for you in your area. Write or phone us today and 
let us submit our proposal. There’s no obligation 
and your inquiry will be held in strict confidence. 


MANUFACTURING COMPANY 


| 128 SOUTH MONROE © PEORIA, ILL. © PHONE 6-0871 
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From testing to final fitting= 
the new, easy, accurate way 








is the 


hearing. 


ALL VICON INSTRUMENTS ARE PRESCRIPTION QUALITY. ALL INCLUDE COM- 
PLETE SPECIFICATIONS. ALL ARE COMPETITIVELY PRICED. SEND THE HANDY 
COUPON BELOW FOR COMPLETE INFORMATION. 


THE | / CO f INSTRUMENT COMPANY 


1. Test your client with the Vicon Metricon. In minutes you get a 
scientific prescription showing not what your client has lost, but 
what hearing remains and what he needs to enhance this remaining 


. Match the Metricon prescription with the performance specifica- 
tions supplied with each individual Vicon instrument. Select the 
Vicon instrument with specifications that most closely compare 
with the Metricon prescription. In most cases, just a few minor 
adjustments can be made to match the instrument exactly to the 
need shown on the prescription. 


. You have the satisfaction of fitting your client quickly, easily, ac- 
curately, often in just one visit. Guesswork is eliminated. You 
know your client’s new hearing instrument will give him the most 
enjoyable and relaxed hearing that modern science can provide. 
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198 Vicon Bidg., Colorado Springs, Colorado ' 
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THE Vicon INSTRUMENT COMPANY 


198 Vicon Building, Colorado Springs, Colo. 
Gentlemen: 
Please send me complete information about Vicon Hearing 
Instruments and a Vicon dealership. 
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Licten and relax 
with a Vicon" 
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(British) Society of Hearing Aid 

Audiologists, Ltd. 

Mr. Cullen discussed the activities 
of the British SHAA, with particular 
emphasis on the development of their 
examination system. Four applicants 
took the first examination, he said, 
and the last one given was attended 
by 108. He concluded by urging 
professionalism for the hearing aid 
industry. 

+ * * 


Nerve Deafness and Hearing Aids. 
Address by R. Edwin Shutts, Ph.D., 
assistant director, Audiology and 
Speech Center, Walter Reed Army 
Hospital. 

Dr. Shutts discussed the “sensori- 
neural” hearing loss — a perceptive 
(nerve) loss which is caused when 
the hair cells lose their sensitivity. 
Some characteristics of this loss, 
he said, are distortion, recruitment, 
noise interference, and non-attenua- 
tion of sound. 


“All of our tests have shown that 
these patients can benefit from some 
kind of amplification,” he said. 

. * 7 
Some Psychological Implications for 
the Hard of Hearing. Address by 

Sumner C. Hayward, Ph.D., assist- 

ant to the president, Chatham Col- 

lege. (Note: retitled “Three 

Psychological Areas of Difficulty,” 

Dr. Hayward’s speech is presented 

in this issue of Audecibel, begin- 

ning on page 12.) 

Psychological problems due to hear- 
ing loss begin in childhood when the 
child is deprived of “role taking, 
reality checking, and self evaluation,” 
Dr. Hayward told the meeting. 

Role taking develops a_ child’s 
understanding for all sorts of people, 
because he has “been” all sorts of 
people. Reality checking is involved 
when other people correct or modify 
our opinions. Self evaluation is in- 
fluenced by others’ opinions about 
us. 

* * tol 
A Re-evaluation of the Role of the 

Hospital and University Clinic in 

the Selection of Hearing Aids. Ad- 


dress by Earl R. Harford, Ph.D., 

director, Northwestern University 

Hearing Clinic. 

Dr. Harford recommended a closer 
tie between hearing aid dealers and 
clinics, adding that clinics should send 
a case history of the patient to the 
dealer when the patient is referred 
for a hearing aid. 

The dealer, he continued, should 
report to the clinic on the hearing 
aid sold to the patient and the circum- 
stances of fitting it. 

The clinic can help the patient to 
know his problem, understand the 
role of the hearing aid in it, help 
him to develop the right attitude to 
his impairment, and teach him the 
benefit of properly used sound-ampli- 
fication, he said. 

= 7 “« 

Report from the Hearing Aid Indus- 
try Conference, Inc. Address by 
HAIC President Leland Watson. 
Mr. Watson reported on HAIC ac- 

tivities and projects carried out, in- 

cluding three workshops conducted 
in 1959 for dealers and a public rela- 
tions program which has resulted in 
widespread publicity. In progress, he 
said, is a project to develop a master 
hearing aid. He added that the HAIC 
is continuing its fight to defeat 
licensing legislation. 

* 7” * 

The Do-it-Yourself of Selling. Ad- 
dress by Harry Manzer. 

Mr. Manzer based his speech on 
Comprehension (“know your prod- 
uct”), Attitude (“enjoy your job”), 
Skill (“practice your selling routine”), 
and Habit (“sell by the day, not by 
the year”). The result? c-a-s-H! 

+ * * 

Merchandising and Marketing. Ad- 
dress by Frank Lovejoy, Socony 
Mobil Corp. 


Mr. Lovejoy emphasized the neces- 
sity of pleasing the public. Socony 
Mobil gasoline pumps, he said, are 
red “not because we like red, but 
because the public likes red.” Re- 
search shows, he added, that the public 
will prefer a product packaged in red 
— most of the time. 





contains two speeches. 


Manzer: The Do-it-Your- 
] self of Selling 


Furbay: The Shape of 

Things to Come 

Harford: Re-evaluation of 
9 Role of Clinic 


Shitts: Nerve Deafness 
and Hearing Aids 


260 Southfield t'oad 





SPEECHES ON TAPE: Tapes have been made of 8 speeches presented 
at the Annual Meeting and are available from the Society. Each tape 


Price per tape: $7.50; all 4 for $27.50. Order by 
number and add 50¢ per order for postage. 


Order From: 
SOCIETY OF HEARING AID AUDIOLOGISTS 


Please send check in full. 
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3 Implications 
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Future Developments in Electronics. 
Address by Marshall Williams, di- 
rector of market development, 
Raytheon Manufacturing Co. 


Raytheon is developing a module 
the size of a pea that will act as a 
powerful amplifier with “super-re- 
liability” for use in hearing aids, Mr. 
Williams told the meeting. 

Transistors and other components 
in the transistor family are in the 
development stage that, when per- 


fected, will outmode the current 
transistor, he said. 
* ~ * 


The Shape of Things to Come. Ad- 
dress by John Furbay, Ph.D., ap- 
pearing through the courtesy of 
General Motors Corporation. 

If mankind’s age of two million 
years is compared to a 24-hour period, 
Dr. Furbay said, all the historical 
records we have go back only to the 
last 7% minutes. 

He described the process of civil- 
ization as having three stages: 1) 
indiscriminate imitation; 2) selecting 
what’s good and discarding what’s 
unsatisfactory; and 8) creativity. 

Today, he said, one third of the 
world is democratic and one third 
is communist. “By the year 2,000 
the world will be all communist or 
all free — and we haven’t got much 
time to sell our system to the one 
third of the world’s nations that re- 
main uncommitted,” he added. 





Current Model 


AUROPHONE 


EYE GLASS AIDS 
$60.00 


BINAURALS 
$118.00 


QUANTITY BUYERS: 


Buy ten at one time 
and get an eleventh 
FREE! 


Send for Details 


MEARS RADIO 
HEARING DEVICE 
CORP. 


145 Elm Street 
Mamaroneck, New York 
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Tus TIME is short this morning, and 
I hope that I shall not be elaborating 
the obvious by what I have to say. 
All of you may know that to be hard 
of hearing or deaf has personality 
consequences for the individual which 
can be of far-greater significance 
than that of being blind or crippled. 
Why is this? Because man is as de- 
pendent on language for his social 
development as he is on oxygen for 
his physical development. 


To be completely cut off from the 
thoughts and ideas of others is to 
start on a long road: which may lead 
the person — personalitywise — far 
into a strange left field. We are ab- 
solutely dependent on the words of 
our fellow man to keep our thinking 
straight and to keep our ideas con- 
forming to reality. 


TWO SOURCES 


Most of us have contact with two 
sources of ideas about our fellow 
man: the spoken word and the print- 
ed word. To be cut off from either 
is bad enough, but to be cut off from 
the spoken word is perhaps the most 
damaging for the normal develop- 
ment of the personality. 


It is my purpose to attempt to 
give you some idea of how this dam- 
age comes about. 


I would like to limit my dis- 
cussion to three areas in which 
the ability verbally to exchange 
and counterexchange ideas with 
ease is of vast importance for each 
of us: 1) role taking; 2) reality- 
checking; 3) self evaluation. These 
terms may take on more meaning 
to you as we discuss them further. 





ROLE TAKING ... 


THREE PSYCHOLOGICAL 





REALITY CHECKING ... | 


AREAS OF DIFFI 


In this speech, presented at the 8th Annual Meeting of the Sociel 
of Hearing Aid Audiologists Dr. Hayward discusses three are 


a in which the hard of hearing child may encounter obstacles to no 


First let us consider role taking. 





How many of you have ever watched 
your children “play house” or cops 
and robbers, or store. Kid stuff, we 
are prone to say. But all professional 
people dealing with children are com- 
ing more and more to realize that 
these games aren’t just kid stuff. 
Granted, they’re fun for the young 
fry, but their experience in playing 
these games is of terrible importance 
for their lives as adults. 


Some time ago I came home to 
find that our young 12 year old day- 
time baby sitter had all of our chil- 
dren lined up playing school. She 
was the teacher—they the students. 
She was trying hard to interest 
them and they to be interested. 


Two of them had never been to 
school, but were trying valiantly to 
act the part of the student. They sat 
straight in their chairs, worked on 
drawings, or giggled and made faces 
when the teacher’s back was turned, 
and in other ways took the role of 
students, while she was playing her 
role as teacher. 
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mal psychological development. 


For the first time perhaps, this 
“teacher” experienced what it meant 
to be faced with four giggling chil- 
dren whose attention span varied 
from 30 seconds to five minutes, and 
who didn’t behave like angels when 
her back was turned. She saw for 
the first time how important real 
preparation is for a teacher and how 
difficult it is to dream up something 
on the spur of the moment for chil- 
dren to do. In fact she was learning 
a great deal about the “other guy” 
in this case, the real teacher. 


And she learned about this real 
teacher only because of her having 
played the part of teacher herself. 


Soon a crisis was reached. Some- 
one threw a piece of chalk, and the 
teacher said “OK, if you’re so smart, 
you be the teacher for awhile.” 


Our oldest was selected. He too 
tried valiantly to interest the group, 
bring up several problems he had 
been having at school. Here then 
was one boy having been first a stu- 
dent and then teacher. He said to me 
afterwards—“Wow, but I didn’t like 
trying to keep that gang under con- 
trol. They just laughed all the 
time.” 


Children play store frequently — 
first they are the customer, then the 
clerk. As customers they pound on 
the counter for service, try to sneak 
stock, return half-eaten candy bars 
for their money back, short-change 
the clerk, and so forth. As harassed 
clerks they try to avoid being cheat- 
ed pounded at and short changed. 


Multiply these roleplaying situa- 
tions by the hundreds, and the nor- 
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SELF-EVALUATION ... 


IFFICULTY 


by SUMNER C. HAYWARD, Ph.D. _ 


the Society 
three areas 
icles to nor- 


mal child will have developed a great 
deal of understanding for all sorts of 
people, because he has been all sorts 
of these people. 


As growing children and adults we 
lose the necessity of having to play 
out roles openly—We learn to do it 
in imagination. The street car con- 
ductor growls at us. We immediately 
try to see why. “Would I like to 
bounce around 8 hours on a steaming 
hot day trying to make change, watch 
red lights, answer questions and lis- 
ten to complaints of passengers, and 
at the end of the week collect $52.50 
for my services?” We can think of 
his side of the picture in a flash. 


We put ourselves in his shoes in- 
stantaneously. But we are able to 
do it only because we have had years 
of practice in actually playing out an- 
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other’s role, and more years of prac- 
tice in imagining how we would act 
if we were in another’s situation. 


The hard of hearing or deaf child 
misses much of his role playing 
practice. Other children avoid play- 
ing with him, because half of the 
time he doesn’t know what’s going 
on, Any games with other children 
which involve informal give and 
take conversations are a _ rarity 
for many hard of hearing. 


Even the advent of the hearing aid 
is not the perfect answer, as chil- 
dren in informal groups tend to shout 
and confuse an instrument wearer. 
However, such an instrument plus 
lip reading, plus reading itself can 
do much to keep him in contact with 
the numerous roles that are possible 
in this world and which are im- 
portant for him to understand. 


Many children with a history of an 
early hearing deficiency can grow up 
to be rigid, unsympathetic, condemn- 
ing-of-the-other-guy people. The fact 
that they have been deficient in their 
role playing is one of the reasons 
why they are this way. 


REALITY CHECKING 


Reality checking is a second area 
for discussion. Let me quote from 
a conversation: “Mary, don’t be 
stupid. Of course the teacher hasn’t 
got it in for you. Her husband is a 
drunk. Didn’t you know that? He’s 
been gone for three days. She’s wor- 
ried stiff and is nasty to all of us 
these days.” 


“What did you say?” 
“Oh, forget it.” 


One of these girls, the hard of 
hearing one, has just missed the 
gist of a conversation. She has 
also lost out on a lesson in reality 
checking. 


Much of children’s training goes 
on at the verbal level. They learn 
what thoughts about other people 
they should keep and which they 
should discard. They learn what is 
truth and what is false in opinions 
they have about the people and the 
world about them. 


CORRECTION BY FRIENDS 


As soon as a normal child starts 
straying from reality in his thinking, 
he is almost always immediately 
jerked back by his friends. This 
happens dozens of times a week. Let 
me give you some examples of a 
normal child being corrected: 


“Jim doesn’t like me. I guess he 
thinks I’m snooty,” says a girl. 


“Don’t be silly,” a friend says. 
“The reason Jim doesn’t like you is 
because you are a rotten dancer. 
And your hair looks a fright most 
of the time.” 


Her friend was giving her the 
real reason for being ignored, which 
in this case was not very easy to 
take. 


“Mother sure is mean to me. All 
the other kids get to stay out until 2 
o’clock,” says another 14 year old. 


“You’re thinking of all the kids 
in senior high,” says a friend. “Most 
of us 9th graders have to be in mid- 
night.” This is her reality-checking 
retort. 


“IT guess I’m really dumb. I’ve 
never gotten such low grades.” 


“You’d get better grades if you’d 
study as much as most of the rest of 
us. We’d have flunked too if we had 
studied as little as you did for the 
last test.” 


“They say that mayor X has TB 
and that’s the reason he’s not running 
for re-election.” 


“The reason he’s not running is 
that he’s over the age limit. Didn’t 
you read that in the paper last 
week?” 


If you look at your own life you 
will see that many of your conver- 
sations with others lead you to con- 
stantly modify your positions on 
things. Sometimes your friends 
jump down your throat when you 
make a misstatement. Sometimes 
they modify you only _ slightly. 
Sometimes they talk in a way which 
unintentionally affects your way of 
thinking. But change you do, and 
you are usually the more accurate 
for it. 


Consider the hard of hearing 
though. He all too often isn’t in- 
cluded in these conversations. His 
misconceptions go uncorrected. 
Sometimes a wrong impression, 
when it is allowed to fester, leads 
to more misconceptions, and after 
a number of years of getting less 
than the normal amount of correc- 
tion, our hard of hearing child 
develops attitudes which are not 
what they should be. 


We can almost draw the analogy 
of the rocket being launched to the 
moon. The normal person is like 
the rocket which has many self-cor- 
recting devices which operate 
throughout flight and keep it on 
course. As soon as this normal per- 
son or this type of rocket is deviated 
in the wrong direction, his correc- 
tional aids (his friends) bring him 
back onto course. 


The hard of hearing child though 
is more like the rocket launched with 
no correctional devices. He is point- 
ed in the right direction at the very 
beginning of the flight and hopes to 
hit the target. 


But he is on his own during flight. 
If he strays even slightly from his 
course, there is no one there to get 
him back. There is no one there to 
say “Oh, come off it boy. Wise up. 
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Don’t be a snook. Here’s the way 
things really are.” 


This hard of hearing child can 
reach adulthood as a tense, over- 
sensitive and above all misinformed 
individual who has, because of his 
difficulty, not been able to take ad- 
vantage of the easy but informative 
banter of childhood conversations. 
He’s full of misinformation about his 
world, misinterprets the motives of 
other people, and very often, because 
he feels that the world is an un- 
friendly place, withdraws from it or 
fights it with unnatural vigor. 


Because he has develoved these at- 
titudes, people avoid him all the 
more—not only because he is hard 
to converse with, but also because he 
is unfriendly. Thus ‘he snowball 
starts to grow for our hard of hear- 
ing person. 


SELF-EVALUATION 


A third area in which our child 
grows to have a disadvantage is in 
his own “self-evaluation.” Let me 
read from a book by Norman Cam- 
eron on this subject: 


“From the day of his birth, a 
human infant is the subject of end- 
less evaluative discussion—about how 
he looks and acts, how cute, funny, 
bright or dull he seems to be. His 
face is talked about and each part 
of it, his hands and feet, his arms 
and legs, how fat or thin his body, 
what his weight is, what his color, 
rate of growth and general health, 
what his prevailing dispositon is and 
where he gets it. Daily he is com- 
pared with friends’ and neighbors’ 
babies. The infancy of his brothers 
and sisters is recited over him, and 
that of his parents, his cousins, un- 
cles, aunts and other relatives. He 
lives immersed in an atmosphere of 
proud, dubious or critical comment, 
his crib a show-case, his carriage a 
decorated float on street parade. 
This is the social matrix from which 
his self-evaluations one day bud.” 

Through these early opinions he 
hears about himself, every child de- 
velops basic attitudes about himself, 
and these attitudes are directly af- 
fected by the attitudes of people 
around him. 

But self evaluation has more to 
it than this. What people say about 
a child is not necessarily consistent 
within the same person from day 
to day. For example: Little Johnnie 
may be told by his mother within 
a single hour that he is bad, good, 
stingy, generous, smart, dumb. 
This is inconsistent in itself. 

On top of this his mother and 
father may even disagree with one 
another basically about a child. I 
know of one family in which the 
mother hates her two children be- 
cause their coming along interfered 
with her career. But the father ac- 
cepts them, plays with them and 
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tries his best to undo some of the 
meanness done to them by their 
mother. 


LONG-TERM SHIFT 


Not only do you have this differ- 
ence in attitude of several people 
which gets over to the child, but often 
there is a long term shift of a par- 
ental attitude over a period of 
time. Take this mother, for instance, 
who resents her young ones because 
they tie her down and keep her from 
her career. After all get into school 
and become somewhat independent 
she may be able to resume her in- 
terrupted work and will thus shift 
her attitude from that of a cranky 
ill-tempered shrew, to one who is 
more accepting of her children. 


Or a father who doesn’t like a help- 
less child may start to be quite in- 
terested in him when he gets old 
enough to banter ideas back and forth 
with him, or be interested in going 
to a baseball game with him. 


Thus many of us may gradually 
shift our attitudes about our chil- 
dren. This further complicates the 
ideas a child may have about him- 
self, as he is being constantly sur- 
rounded by conflicting attitudes. 


All of us have a mental image of 
ourselves. We have a picture of our- 
selves to which we hold fast. Grant- 
ed, most of us do a great deal of 
touching up of this picture in order 
to make ourselves bearable in our 
own eyes. In this way we keep up 
our very necessary self esteem. But 
we get much of the raw data for this 
picture we have of ourselves from 
these evaluations we hear made about 
us. Our picture is a prettied-up ver- 
sion of all the positive and negative 
things which happen to or are said 
about us. 


If a normal child is being spoken 
of by an acquaintance, he may hear 
good and bad things said about 
him. But only if the child is hard 
of hearing he very often only hears 
the bad. The reason for this is 
that it’s too much effort to compli- 
ment him very often. We save our 
conversations to correct him only. 


If you have to shout at a child, the 
chances are you will save your shout- 
ing for those things you have to 
shout about: that is, telling him not 
to turn on the gas, that he’s a bad 
boy for running out in the street, 
that he should pay attention and look 
at you when you’re talking to him, 
and. finally, in an exasperated tone, 
that he’s a big bother and you wish 
he’d go away. 


MORE NEGATIVE OPINIONS 


Thus the hard of hearing child gets 
more than his share of the negative 
opinions about himself and few of the 
positive ones. People who go to a 


great deal of trouble to explain somé- 
thing to a hard of hearing child, only 
to have to repeat it again, all too 
often throw up their hands, and re- 
buff the child. 


Is it any wonder then that the 
opinion a hard of hearing child has 
of himself is more often negative 
than positive? 


We have dealt with three major 
reasons why the hard of hearing child 
may have more difficulty in develop- 
ing into a normal adult child than 
the child whose hearing is good. 
There are numerous other reasons we 
could develop, but I fear that your 
patience has already been taxed. 


IN SUMMARY 


Could I, though, take just a mo- 
ment more to summarize some of the 
points which have been made. These 
points deals with our three categor- 


ies: role taking, reality checking, 
and self evaluation. 


(1) To be hard of hearing keeps 
one from engaging fully in one of 
man’s most characteristic and im- 
portant diversions: Conversation. 


(2) This deficiency prevents one 
from indulging in greatly important 
role-taking, which all too often leaves 
him unpracticed in seeing the other 
fellow’s point of view and leaves him 
intolerant and condemning. 


(3) Being hard of hearing also 
keeps a pevson from evaluating his 
world entirely correctly. He doesn’t 
have the help of his friends in keep- 
ing him zerved in on “truth.” He 
strays in his thinking. particularly 
about others’ motives, and no one is 
there to push him back again. 


(4) Finally, his self evaluation is 
all too often too low, since he is often 
ignored or made fun of by others. 
As a youngster he is not exposed to 
the verbal self evaluations of others 
unless they are vehemently expressed. 
The most vehemently expressed ones 
ar the negative ones, when he does 
something wrong. Therefore, he 
tends to regard himself in a deroga- 
tory manner. 


‘CRUTCHES’ EXIST 


There are crutches of course for 
the deficiency of being hard of hear- 
ing: the great reader of good lit- 
erature which mirrors life as it really 
is, the hard of hearing person who 
becomes skilled at lip reading, the 
lucky hard of hearing person who is 
surrounded by patient people, or the 
youngster who is blessed with a su- 
perior hearing instrument as ours 
has been—these people may grow to 
adulthood relatively unscathed. 


But many do not, and it is toward 
their development that we should di- 
rect a great deal of our attention. 
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S 0 THAT we can best serve the hard 
of hearing, provide correction for 
their impairment, and contribute to- 
ward their participation in the world 
of sound and speech, we, in the hear- 
ing aid industry, including manufac- 
turers, distributors, dealers and sales- 
men (hereafter referred to as “in- 
dustry members”), pledge ourselves 
to observe this code of ethical trade 
practices: 

All advertising and public an- 
nouncements covering hearing aids 
and other industry products relating 
to performance, appearance, benefits, 
elements, and use will state only the 
true facts and will not, in any way, 
attempt to misrepresent our products 
or mislead the persons we seek to 
serve. 


Industry members engaged in dis- 
pensing hearing aids are to provide 
thorough and ethical consulting serv- 
ices, including appropriate testing 
and proper fitting of a hearing aid 
that would be most suitable for the 
particular type of loss. 


We shall, at all times, provide the 
best possible service to the hard of 
hearing, offering counsel, understand- 
ing, and technical assistance con- 
tributing toward their deriving the 
maximum benefit from their hearing 
aids. 


We shall constantly engage in in- 
dependent and combined research co- 
operating whenever possible with 
medical and other professional in- 
dividuals and societies to employ the 
maximum accumulation of scientific 
knowledge and technical skills in the 
manufacturing, distribution, and fitt- 
ing of hearing aids. 

Specifically, we agree as follows: 


I Misrepresentation in General 


It is an unethical trade practice 
for any industry member to use, or 
cause or promote the use of, any 
trade promotional literature, adver- 
tising matter, testimonial, guarantee, 
warranty, mark, insignia, depiction, 
brand, label, designation, or repre- 
sentation, however disseminated or 
published, which has the effect of 
misleading or deceiving purchasers or 
prospective purchasers: 


(a) with respect to the character- 
istics and terms of sales of its prod- 
ucts; 

(b) with respect to any services 
offered or promised by such mem- 
ber in connection with its products; 
(c) with respect to limitations 
concerning the use or efficient ap- 
plication of its products. 


II Guarantees and Warranties 

It is unethical trade practice to 
use, or cause to be used, any guar- 
antee or warranty which is false, mis- 
leading, deceptive, or unfair to the 
purchasing or consuming public, 
whether in respect to the quality, 
construction, serviceability, perform- 


Page 16 | 


ance, or method of manufacture of 
any industry product, or the terms 
and conditions of refund of purchase 
price thereof, or in any other respect. 


The foregoing inhibitions of this 
rule are to be considered as applicable 


purpose of the advertisement is to 
obtain prospects for the sale of a 
different model or kind of hearing 
aid than that advertised. 


It is an unethical trade practice to 
advertise or represent an installment 


sales contract as a lease or rental 
plan. 


It is an unethical trade practice 
for an industry member to advertise 
or offer as an aid to hearing: 

(a) a device which has less than 

20 decibels of amplification as av- 

eraged at 1,000 and 2,000 cycles per 

second. 

(b) medicines, ear oils, drugs, vita- 

mins, or remedies or any kind of 


with respect to any guarantee or war- 
ranty in which the terms and condi- 
tions relating to the obligation of the 
guarantor or warrantor are decep- 
tively minimized or stated, or in 
which the obligations of the guar- 
antor or warrantor are impractical 
of fulfilment; and as also applicable 
to the use of any guarantee of war- 
ranty in respect to which the guar- 
antor or warrantor fails or refuses to 


CODE OF 
ETHICAL TRADE 


FOR HEARING AID MANUFACTURE 


This code, prepared by the HAIC and the Society, 


represents a major step forward in the hearing aid field. 


observe scrupulously his obligations 
hereunder. 


Any guarantee or warranty made 
by the dealer or vendor which is not 
backed up by the manufacturer must 
clearly state that the guarantee is 
offered by the dealer or vendor only. 


III “Bait” Advertising 


It is an unethical trade practice 
for any industry member to adver- 
tise a particular model or kind of 
hearing aid for sale when purchasers 
or prospective purchasers responding 
to such advertisements cannot have 
it demonstrated to them or cannot 
purchase the advertised model or kind 
from the industry member, and the 


treatment, rehabilitation by ma- 
chine, vibrations, sound “treat- 
ment,” or surgery. Medicine and 
surgery are the province of the 
physician and may in no way be 
offered or advertised by industry 
members. 


It is an unethical trade practice 
when an industry member: 

(a) uses in his advertising the 
name or trademark of a manufac- 
turer in such a way as to imply a 
relationship which does not exist; 
(b) advertises services and/or ac- 
cessories in such a manner as to 
imply a relationship with a manu- 
facturer that does not exist; 

(c) displays on his premises the 
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name or trademark of a manufac- 
turer in such a way as to imply a 
relationship which does not exist, 
or whose products he does not have 
in stock; 

(d) in any other manner tries to 
benefit from the use of a trade 
name of an industry member when 
he is not authorized so to do, or 
(e) advertises no cord, no tube, no 
ear mold, no buttons or receivers 
in either ear without disclosing the 
instrument utilizes bone conduction. 


IV Earnings of Industry Members 


It is an unethical trade practice 
for any industry member to make or 


PRACTICES 


RS AND RETAILERS 


publish, or cause to be made or pub- 
lished, any advertisement, offer, 
statement, or other form of repre- 
sentation which directly or by im- 
plication is false, misleading, or de- 
ceptive— 
(a) concerning the salary, com- 
mission, income, earnings, or other 
remuneration which industry mem- 
bers receive or may receive; or 
(b) concerning any conditions or 
contingencies affecting such re- 
muneration or the opportunities 
therefor. 


V Character of Business 


It is an unethical trade practice 
for any member of the industry to 
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represent, directly or indirectly, 
through the use of any word or term 
in his corporate or trade name, in 
his advertising or otherwise, that he 
is a manufacturer of hearing aids, 
or of batteries or other parts or ac- 
cesories therefor, or that he is the 
owner or operator of a factory or 
producing company manufacturing 
them, or that he owns or maintains 
an acoustical research laboratory de- 
voted to hearing aid research or de- 
velopment, when such is not the fact, 
or in any other manner to misrepre- 
sent the character, extent, or type of 
his business. 


VI Medical, Professional and 
Scientific Claims 


(a) It is an unethical trade prac- 
tice, in connection with the sale and 
offering for sale of industry products, 
for any industry members to repre- 
sent or imply that the services or ad- 
vice of a doctor have been used in 
the designing or manufacturing of an 
industry product, or will be used or 
made available in the selecting, test- 
ing, or adjusting of industry prod- 
ucts to the individual needs of con- 
sumer-purchasers, when such is not 
the fact; 

(b) The inhibitions of the above 
rule are applicable to the use of the 
terms “doctor,” “physician,” or “oto- 
logist,” and to any abbreviation of 
such terms, and are also applicable to 
the use of any symbol or depiction 
which connotes the medical profes- 
sion; 

(c) Because the terms “specialist,” 
and “clinic” may have a medical con- 
notation when they are used in ad- 
vertising for hearing aids, such terms 
should be used in a context that will 
clearly indicate that they are not 
intended to refer to members or ac- 
tivities of the medical profession; 


(d) The use of such terms as 
“Hearing Center,” “Institute,” 
“Bureau” and the like, are not ac- 
ceptable by industry members. Where 
they are used at all, in order to avoid 
confusion between a commercial hear- 
ing aid dealer or salesman and a med- 
ical, non-profit, or educational and 
research institution, the words must 
be clearly added: “Hearing Aid 
Dealer” or “Dealer in Hearing Aids” 
or include the manufacturer’s trade 
name. Hearing Center is not accept- 
able although Hearing Aid Center is 
acceptable. Any public hearing aid 
center or medical clinic or practitioner 
which might undertake to sell hear- 
ing aids should identify its commer- 
cial interest plainly by the words 
“Hearing Aid Dealer”. 


(e) Industry members recognize 
the professional and non-commercial 
status of the physician, optometrist, 
clinical audiologist and other profes- 
sional and scientific practitioners and 
that there shall be no fee-splitting or 
kickbacks on referra]s from the afore- 
mentioned groups, 


VII Visibility of Construction 

It is an unethical trade practice to 
represent that any hearing aid or 
part thereof is concealed or unrecog- 
nizable as a hearing aid when worn 
by any user if, for practical purposes, 
such is not the fact. 


VIII Novelty of Products 


It is an unethical trade practice, in 
the sale, offering for sale, or dis- 
tribution of industry products, to use 
any advertisement or other repre- 
sentation which misleads or deceives 
purchasers or prospective purchasers 
into the belief that any such prod- 
uct, or part or accessory thereof, is 
a new invention or involves a new 
mechanical or scientific principle, 
when such is not the fact. 


It is an unethical trade practice 
for an industry member to advertise 
that no buttons, wires, or cords are 
attached to an instrument unless 
there is disclosed in the same adver- 
tisement and in reasonable proximity 
to such statement the fact that a tube 
runs from the instrument to the ear, 
if such is the fact. 


IX Used or Rebuilt Products 


It is an unethical trade practice for 
any industry member to represent, 
directly or indirectly, that any indus- 
try product or part thereof is new, 
unused, or rebuilt, when such is not 
the fact. 


In the marketing of industry prod- 
ucts which are second-hand or rebuilt, 
or which contain second-hand or re- 
built parts, it is an unethical trade 
practice to fail to make full and non- 
deceptive disclosure, by a conspicuous 
tag or label firmly attached to the 
products, and in all advertising and 
promotional literature relating there- 
to, of the fact— 


(a) that such products are second- 
hand, rebuilt, or contain second- 
hand or rebuilt parts, as the case 
may be, or 


(b) that the rebuilding of rebuilt 
products was done by other than 
the original manufacturer, when 
such is the case. 


X Tests, Acceptance, or Approval 


It is an unethical trade practice, in 
the sale, distribution, or promotion of 
hearing aids, for any industry mem- 
ber— 


(a) to represent, or to use any 
seals, emblems, shields, or other 
insignia which represent or imply 
in any manner, that a hearing aid 
or other industry product has been 
tested, accepted, or approved by any 
individual, concern, organization, 
or association, unless such hearing 
aid has in fact been tested in sach 
manner as reasonably to insure the 
quality and performance of the in- 
strument in relation to the intended 
usage thereof and the fulfillment 
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of any material claims made, im- 
plied, or intended to be supported 
by such representation or insignia; 
or 


(b) to represent that a hearing aid 
or other industry product tested, 
accepted, or approved by any in- 
dividual, concern, organization, 
group, or association has been sub- 
jected to tests based on more severe 
standards of performance, work- 
manship, or quality than is in fact 
true; or 


(c) to make any false, misleading 


or deceptive representation re- 
specting the testing, acceptance, or 
approval of a hearing aid by any 
individual, concern, organization, 
group or association. 


XI Endorsement and Testimonials 
It is an unethical trade practice 
for any industry member to advertise 
that a cerain individual, organization, 
or institution: 
(a) endorses, uses or recommends 
his hearing aids or other industry 
products when such is not the case; 
or 





Audiotone 


announces 
the new 


Auricon 


Now, the AURICON testing equipment scientifically evaluates 
the patient's particular hearing loss. With this better analysis you 
can confidently fit the patient and know that he or she is properly 
fitted. 





Much like the optical industry, you can now have a machine giv- 
ing information designed to correct a hearing loss according to 
prescription. 


The AURICON unit is calibrated to the master machine 
at the AUDIOTONE laboratory. With the AURIGRAM 
(the information you obtain in testing), a custom fitted 
aid can be built according to the individual needs of 
your patient. AUDIOTONE will build this instrument so 
the user is prescription-fitted in the truest sense of 
the word. 


THE AURICON ACCURATELY MEASURES 


1. Comfortable Listening Level... 

2. Uncomfortable Listening Level... 

3. Speech Discrimination Level... 

4. Effect Of Balanced Binaural Hearing... 

5. Best Curve Of Response ... 

6. The Presence Or Absence Of Recruitment... 


You will find that this more ethical manner of fitting will result in 
greater confidence IN you by your patients, greater confidence 
BY you in your fittings. This scientific method of fitting means 
happier users and a larger number of sales. 


WRITE FOR COMPLETE DETAILS 


AUDIO COMPANY OF 


AMERICA 


Phoenix. Arizona 


LO) West Jackson Street 




















(b) personally wears his hearing 
aid when such is not the case. 


XII Disparagement 


It is an unethical trade practice to 
defame industry members by imput- 
ing to them dishonorable conduct, in- 
ability to perform contracts, question- 
able credit standing, or by other false 
representations, or the false dispar- 
agement of the products of compet- 
itors in any respect, or their business 
methods, selling prices, values, credit 
terms, policies, or services. 


It shall be considered an unethical 
trade practice for an industry mem- 
ber to: 


(a) display the products of his com- 
petitor in his window, shop, or ad- 
vertising for competitive dispar- 
agement. This shall not prevent 
him from making generalized com- 
parisons to point out the features 
and superiorities of his product to 
others in general; 


(b) represent in advertising or 
otherwise that his competitors or 
others in general charge exorbitant 
prices and the disparager does not 
do so; 


(c) represent that competitors are 
unreliable whereas he himself is 
not; 

(d) quote prices of competitive de- 
vices when such are not the true 
current prices, or to show, demon- 
strate or discuss competitive models 
as current models when such are 
not current models. 


It shall be considered an unethical 
trade practice for an industry mem- 
ber to attempt to foster an unfav- 
orable impression of a competitor with 
medical profession, hearing societies, 
clinics, or public groups by dispar- 
aging his motives, his methods, his 
products, and his prices with such 
groups. 


XIII Clarifications of 
Misrepresentation 


It shall be considered an unethical 
trade practice for an industry mem- 
ber to use or cause, or promote any 
advertising material which shall show 
only a single part, accessory, or com- 
ponent of the hearing aid such as a 
battery on the finger, or a transistor 
held in the hand, where such has the 
effect of misleading or deceiving pur- 
chasers or prospective purchasers 
into believing that said parts are all 
that need be worn or carried. 


XIV Trade-In Allowances 


Although the industry recognizes 
that price fixing is illegal per se and 
objectionable, and it is in no way at- 
tempting to fix prices set by indus- 
try members for their products, 
nevertheless it shall be an unethical 
trade practice for an industry mem- 
ber to raise prices on his products in 
order to give exorbitant and fictitious 
trade-in allowances. 
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NEWS FROM THE CHAPTERS 


From California: 


President Esther R. Daniel reports 
that a chapter meeting, previously 
set for January, has been re-sched- 
uled for March 19 and 20, 1960, at the 
Hotel Miramar, Santa Barbara. 


From Celorade: 


Carl Langham has been elected to 
the Board of Directors of the Denver 
Hearing Society as a representative 
of the Colorado Society of Hearing 
Aid Audiologists. 


At the Denver Hearing Society’s 
annual meeting, Dr. Victor Hildyard, 
head of the Department of Otolaryn- 
gology at the Colorado Medical Cen- 
ter, praised Colorado hearing aid 
dealers as being up to date on audio- 
logical advances. Such was not the 
case, he added, in some other areas. 

Carl Hoffman, Colorado chapter 
president, told the meeting of his 
group’ 8 educational efforts. All lead- 
ing Colorado dealers are chapter and 
Society members, he added. 





ANNUAL DIRECTORY CHANGES 
and CORRECTIONS 








Sooioty News and Views 








TWENTY - FOUR 


Adilard, Robert E. Miami Valley Hearing 
Service, 1615 Washington, Piqua, O. 
aker, Charles S. Maico of Port Huron, 

5301 Lapeer Rd., Port Huron, Mich. 


Berkey, Maurice. Acousticon of Hollywood, 
1710 N. Wilcox, Hollywood, Calif. 
Berkey, Ruth. Acousticon of Hollywood, 


1710 N. Wilcox, Hollywood, Calif. 
Burkhardt, Ralph. Acousticon Hearing Aid 
Center, 280 S.E. 2nd, Ft. Lauderdale, Fla. 
Cc 


, Claude. Acousticon - Campbell 
Co., 30 S. 15th, Omaha, Nebr. 
Elfenbein, Marvin. Better Hearing Center, 
1213 4th St., Santa Monica, Calif. 
» Imez. Acousticon of Dallas, 1604 
Main, Dallas, Texas. 
Greer, Lin. Acousticon of Dallas, 1604 
Main, Dallas, Texas. 


unt, Sherman. Maico Hearing Service, 
415 Ist Nat'l Bank Bldg., Tampa, Fila. 


Labhard, Euell. Better Hearing Center, 26 
O'Farrell St., San Francisco, Calif. 
‘ James. Beltone Hearing Service, 


314 13th, Columbus, Ga 


Piane, James. Audiphone Co., 415 Profes- 
sional Bidg., Kansas City, Mo. 

Piel, Ordway. Beltone Toledo Co., 432 Su- 
perior St., Toledo, O. 

Posey, Vernon. California Hearing Center, 
1017 9th St., Sacramento, Calif. 

Robinson, ge. Maico Vallejo Hear- 

ing Center, rth York St., Vallejo, Calif. 


Robinson, Mildred. Maico Vallejo using 
Center, 435 York St., Vallejo, Calif. 
Rule, S Maico San Jose Hearing 


Center, 42A S. 1st, San Jose, Calif. 

Scarpati, Samuel. Beltone Hearing Aid 

a 44B N. Franklin, Hempstead, 
» 2 


wR Victor. Beltone Hearing Aid 
Co., 1315 4th, Seattle, Wash. 

Uht, Willard. Em — ong F Aid Serv- 
ice, 3003 N. oe illings, M 

Urquhart, Clyde. Audivox, Senet Cen- 
ter, 416 Taseiee Bldg., Lansing, Mich. 

Volihaber, George. Maico Hearing Serv- 
ice, 114 N.W. Peachtree, Atlanta 3, Ga. 

Young, Zelma. Southwestern Hearing Aid 
Co., 705 Olive, St. Louis, Mo. 








professional ethics are above reproach. 


to that effect, stating specific reasons. 





NEW APPLICATIONS RECEIVED 


NOTICE TO OUR READERS: The Society’s By-Laws require that the names of ap- 
plicants for certification be published in each issue of Audecibel. 
cedure is to insure that the Society certifies only reputable indiivduals whose business and 
If you have reason to believe that an applicant 
listed below should not be certified, we would appreciate it if you would send us a letter 
Please be assured that we shall keep the source of 
our information confidential, and shall utilize such information only as the basis for further 


investigation, not as a reason in itself for rejecting an application. Send all letters to: 
S.H.A.A., 260 Southfield Road, Detroit 29, Mich. 


The reason for this pro- 








Add: 
L., 2110 tile B 
ear om ae ee Se 


Smith, Esther N. (Mrs.), R : 
antville, Ind. (Mrs.), Rorbyeland, Pleas 


Omit: 


Aber, Kari H., 434 S. Cortez, Prescott, Ariz. 
Blauvelt, Eleanor, 184 Broadway, Newburgh, 


Blauvelt, Ligtagetem, 


184 Broadway, 
burgh, N. 


New- 


Chew, henaaa c. 522 Bankers Trust Bldg., In- 
dianapolis, Ind. 
Chew, Mabel G., 532 Bankers Trust Bldg., In- 
dianapolis, Ind. 
Grover C., Roxy Motel, Box 363, Clear- 


water, 

Cesley, Rubicate, 204 N. Ervay, Dallas, Texas 

-—_ Irwin A., 78 John St., Bridgeport, 
onn. 

Dierke, Florence, 475 Medical Arts Bldg., St. 
Paul, Minn. 


Faught, William S., Sr., Box 2572, Boise, Idaho 
Graves, Adel, 704 Francis Bldg., Louisville, Ky. 
— Nathaniel, 630 W. 173rd, New York, 


Hathaway, Albert, Box 993, Birmingham, Ala. 
Hauschildt, Rachel, 1242 W. High, Piqua, O. 
Huff, Beatrice S., 1666 Montpelier Ave., Pitts- 
burgh, Pa. 
Edgar A., 525 Union Arcade 
Bldg., Davenport, Iowa 
Merrill, Everette P., 204 N. Ervay, Dallas, 
Texas 
Pyeatt, Bruce N., Box 562, Abilene, Tex. 
Reeve, Jeanne M., 820 State, Knoxville, Tenn. 
= Marcia G., 320 W. Chestnut, Louis- 
e, 


y. 
samy, Paul, 89-14 Sutphin Blvd., Jamaica, 
Schiller, Vera H., 89-14 Sutphin Blvd., Ja- 


Pg Metal N.Y. 
E. 9th, Cleveland, O. 
Tenaglia, Rober feat *DeKaib Ave., Brooklyn. 
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Initial Applications 
(Asterisk denotes firm application) 


Arthur, Lewis T. Maico Hearing Service, 164 
ae Rd., Cedar Springs, Mich. 
Raymond. Beltone Hearing Centre, 
As S.W. 8th Ave., Calgary, Alta., Canada 
Beattie, William N. Otarion Hearing Aids, 
523 Detroit St., Flint 2, Mich. 
Bolen, Esther M. Otarion of Denver, 329 14th 
St., Denver 2, Colo. 
Bralic, Peter J. Beltone Hearing Service, 517 
Royal Union Bldg., Des Moines 9, Ia. 
Brardt. William F. Beltone Hearing Center, 
2011 Carew Twr., Cincinnati, 
Clary, Bert L. Acousticon Clary Co., 894 W. 
3rd, Mansfield, O. 
Cullen, William A. Cunningham Beattie Ltd., 
40 Wigmore St., London W. 1, Erigland 
Edward C. Beltone Hearing Aids, 909 
6th Ave., San Diego, Calif. 
Doran, Howard M. Beltone Hearing Service, 
1315 4th Ave., Seattle, Wash. 
*Elias, Johnny. Beltone Hearing Service, 105 
S. Court, Memphis, Tenn. 
Ellison, Ervin R. Beltone Hearing Service, 19 
E. 6th St., Tulsa, Okla. 
Faust, James C. Audinhone Co., 709 Pere Mar- 
quette Bidg., New Orleans, La. 
Emanuel. Acousticon of Chicago, 14 W. 
Chicago 2, Ill. 
Gleeson, ude P. Dahlberg Hearing Service, 
33 N. 4th St., St. Petersburg 1, Fla 
, Norman F. Maico Hearing Service, 
90 State St., Albany, N. Y. 
*Hancock, Louis M. Acousticon Hearing Aids, 
916 Stuart Bidg., Lincoln 8, Nebr. 
Hertert, Marie L. Maico Otten & Assoc., M-4 
Medical Arts Bldg., Omaha, Nebr. 
> Clarence. 407 Bellin Bidg., Green Bay, 
is. 


Madison St., 


Knapp’s Hearing, Inc., 315 
Grand Rapids, Mich. 

Lazarus, Albert. Telex Hearing Center of 
a New York, 505 Sth Ave., New York, 


Knapp, Robert L. 
Lake Mich. Dr., 


Lehman, Otho G. Sonotone of San Jose, 25 
S, 2nd St., San Jose, Calif. 





Lynch, Emil F. Otarion Hearing Center, 201 
5th St., Bay City, Mich. 

MCulley, Thomas A. Audiphone Co. of St. 
Louis, 1728 Railway Exch. Bldg., St. Louis, 
Mo. 

McDaniel, Marguerite E. Maico Sentiess Serv- 
ice, 624 Hume Mansur Bldg., Indianapolis, 
Ind. 

Michel, Charles, O.D. 4654 S. Ashland Ave., 
Chicago 9, II. 

Mvyhre, Harlan Maico of Oakland, 
Franklin St., Ouklard: Calif. 

Newman, Morton J. nag Heog Aids, 717 
South be ~ Oak on. 

Overmyer, B. ee Overmyer 
Co., 20° Sherlaad Bldg., South Bend 1, Ind. 
Pearlman, Donald W. Associated Hearing Cen- 

ter, 12 E. San Fernando, San Jose, Calif. 

Portocarrero, Johnnv. San Patricio VA Hos- 
pital, San Juan; Puerto Rico. 

Shelton, Lloyd G. Dr. E. M. Pack, 200 Hous- 
ton, Fort eral 2, Texas. 

Simpson, Charles Cc. N. Simpson Hearing 
Center, 126 W. y 722 St., Tudbocavilie 2, 

a. 

Stewart, Blanche M. Stewart’s Beltone, 785 
Broadway, Tacoma 2, Wash. 

Tillman, James G. Beltone Hearing Aids, 323 
Symes Bldg., Denver 2, Colo. 

Warman, George H. Eureka Hearing Cen- 
ter, 519 F c. Eureka, Calif. 

Wells, Jess K. Wells Hearing — 213-14 
City Nat’l Bank Bidg., Omaha 2 

Werth, Peter C. P. C. Werth Ltd., "Mi Ox- 
ford St., London W.1, England 
Wood, Gerald D. Wood-Dahlberg Hearing 
Service, 732 N. 2nd St., Milwaukee 3, Wis. 
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Applications for Reinstatement 


Burton, J. Byron. Beltone Hearing Aid Co., 
2900 W. 36th St., Chicago 32, Ill. 


Flarsheim, Robert M. Beltone Hearing Cen- 
ter, 649 S. Olive St., Los Angeles 14, Calif. 
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Now Products ¢ Equipmund 


Weighs Only % Oz. . . . Producing acoustic gains around 27 db, Dahlberg’s 
new “Miracle-Ear III” is said to be the tiniest hearing aid yet made. It’s de- 
signed for persons with moderate to light hearing losses. Instrument can be 
worn behind the ear with a clear plastic tube to conduct sound (left, above) 
or in the ear itself. For details, write The Dahlberg Co., Golden Valley, Minne- 
apolis 27, Minn. 





Automatic Audiometer . . . No supervision is required for the new Rudmose 
ARJ-4 automatic audiometer. For each of 6 frequencies, subject is instructed 
to wait until he hears tone, then to push and hold the button until the tone goes 
away, then to release button until tone is heard again. Signal increases in 
loudness when button is released, decreases in loudness when button is pushed. 
Each tone is presented automatically by the machine. Test takes about 6 min. 
Audiogram is printed on 4x9 card by mechanical recorder. For details, write 
Industrial Acoustics Co., Inc., 341 Jackson Ave., New York 54, N, Y. 
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‘Stylear’ Boasts Windshields 

“Windshields” to guard the micro- 
phone against sound-distorting wind 
noises have been designed into the 
temple bars of Acousticon’s new 
“Stylear” eyeglass hearing aid. Other 
features include snap-on temple bars 
which lock tight when worn yet may 
be flicked apart to make changes in 
length and size, and flexible temples 
that can be bent to fit the contour of 
the wearer’s head. 

For details, contact Acousticon In- 
ternational, Jamaica 35, N. Y. 


* * * 


New Recorded Word List 

Developed at the University of Illi- 
nois Hearing Center by Charles Hut- 
ton, E. Thayer Curry, and Mary Beth 
Armstrong, a new multiple-choice 
word list is available on dise (33-1/3) 
or tape (7%). List is designed for 
testing auditory, visual, and combined 
auditory-visual intelligibility. 

For details, contact Illini Union 
Bookstore, 715 S. Wright St., Cham- 
paign, IIl. 


* * * 


New Ossicaide Model 

A new British hearing aid, the Os- 
sicaide Model T-I-63, features a 4- 
transistor resistance coupled circuit. 
Size is 254” x 1%” x %”. An in- 
duction coil permits use with radio, 
TV, and telephone. On-off switch is 
combined with volume control. 

For details, contact Ossicaide, 
22/24 Kensington St., Kensington, 
London, W.S., England. 


* * * 


Ardente 5-Transistor Aid 

Seventy-five db gain is claimed for 
Ardente’s new “Windsor” hearing aid, 
featuring class B push-pull circuit, 
automatic volume control, five tran- 
sistors, telephone pick-up coil, and 
three-position tone control. Four- 
volt battery provides 150 hours of 
battery life, according to manufac- 
turer. 

For details, contact Ardente Acous- 
tic Laboratories, Ltd., 8-12 Minerva 
Rd., North Acton, London N.W. 10, 
England. 


* * * 


Zenith Announces ‘Diplomat’ 

An on-off switch and fingertip 
volume control are two features of 
Zenith’s new half-ounce “Diplomat,” 
crescent-shaped 4-transistor hearing 
aid. Two microphone openings per- 
mit use at either ear. 

For details; contact Zenith Radio 
Corp., 6001 W. Dickens Ave., Chicago 
39, Ill. 
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Beltone “Carillon” . . . New eyeglass 
hearing aid features pencil-slim 
temples available in six lengths. 
Separate volume and on-off controls 
permit volume to be set at desired 
level without having to be readjusted 
each time hearing aid is put on. For 
details, write Beltone Hearing Aid 
Co., 2900 W. 36th St., Chicago 32, 
Til. 


Wert) Whiting Jot 


*Data on Sound Isolation Rooms. 
2-page illustrated brochure on sound 
isolation rooms.designed to provide 
controlled acoustical environments for 
product research and development, 
quality control and product testing, 
acoustical laboratory rooms, and 
housings for noise production equip- 
ment. Contact: Industrial Acoustics 
Co., Ine., 341 Jackson Ave., New 
York, N.Y. 


®Noise Control Brochure. 24-page 
brochure entitled “An Introduction to 
Noise Control.” Includes noise control 
applications for air conditioning sys- 
tems, the aviation industry, and 
soundproof rooms for medical and re- 
search fields. Contact: Industrial 
Acoustics Co., Inc., 341 Jackson Ave., 
New York 54, N. Y. 


*Test Instrument Catalog. 24-page 
catalog listing the complete Bruel & 
Kjaer line of integrated instruments 
for automatic measurement of sound, 
vibration, and strain. Contact: B & 
K Instruments, Inc., 3044 W. 106th 
Street., Cleveland 11, Ohio. 


®Noise Lock Panels. Literature on 
“Noise Lock” panels, used to con- 
struct sound isolation rooms, quiet 
rooms for supervisory offices, audio- 
metric examination and medical re- 
search rooms, and anechoic chambers. 
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No Printed Circuit . . . Telex’s “Im- 
perial” behind-the-ear model features 
a nylon circuitry block amplifier 
(whose honeycomb structure provides 
a small compartment for each com- 
ponent), replacing the usual printed 
circuit. This permits replacement of 
single parts rather than the entire 
amplifier. Peak gain, 45 db. For de- 
tails, write Telex, Inc., Telex Park, 
St. Paul 1, Minn. 


Contact: Industrial Acoustics Co., 
Inc., 341 Jackson Ave., New York 
54, N. Y. 


®New Method of Masking for the 
Determination of Bone Conduction 
Curves. This is the 11th in the 
Translation Series sponsored by the 
Beltone Institute for Hearing Re- 
search. Its author is Dr. M. J. Rain- 
ville. Contact: Beltone Institute for 
Hearing Research, 2900 W. 36th St., 
Chicago 32, Ill. 


® Hearing Aid Test Booklet. In- 
strumentation and measuring tech- 
niques for true free-field testing of 
hearing aids are described in this 30- 
page booklet. Contact: B & K 
Instruments, Inc., 3044 4. 106th St., 
Cleveland 11, Ohio. 


® “How to Read Your Business 
Records.” That’s the title of a 4-page 
brochure that explains how to under- 
stand the six basic sections of bus- 
iness records: income, expenses, ac- 
counts receivable, accounts payable, 
profit or loss statement, financial 
statement. It gives suggestions on 
what to look for among these figures, 
how to recognize danger signs and 
what to do about them. Contact: The 
Ideal System Co., 2437 W. Pico Blvd., 
Los Angeles 6, Calif. 





“Fashionaire” ... Audio Co. of 
America’s new Model 7 hearing glass- 
es feature anodized aluminum tem- 
ple plaques in gold, black, or mink 
brown. Eight lengths are available; 
length is determined by length of 
temple plaque. For details, write 
Audio Co. of America, 401 W. Jack- 
son St., Phoenix, Ariz. 





“Miniature Hidden Ear” ... Weigh- 
ing less than half an ounce, Quali- 
tone’s new 4-transistor model fits be- 
hind the ear, is small enough to pass 
through the lens space of ordinary 
eyeglass fronts. A new microphone 
mounting system is said to improve 
directional hearing and_ eliminate 
wind noise. For details, write The 
Qualitone Co., 4318 S. Upton, Min- : 
neapolis, Minn. 





gi 


Sub-Miniature . . . that’s the word 
for this sliding potentiometer with 
on-off switch, a component of tiny 
hearing aids. Length is about 1%”. 
It’s made by Ardente Acoustic Lab- 
oratories, Ltd., 8/12 Minerva Roard, 
London, N.W. 10, England. 
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Annual Meeting 


® It is difficult to find words to ex- 
press my opinion of the wonderful 
Annual Meeting in Chicago. Mar- 
velous — stupendous — terrific — all 
these do not entirely do justice to 
the terrific job that was so excellent- 
ly done by those who planned and 
carried out the plans which resulted 
in such a magnificent affair. 

I wonder if the members (and 
non-members) realize how much ef- 


CLASSIFIED 
ADVERTISING 


CLASSIFIED ADVERTISING RATES 


.00 minimum—four lines (25 words) or 

. Additonal lines or fractions there- 

of, $1.25 each (six words per line). Add 

extra line for keyed replies. No agency 

discount. Bold face lines and lines in 

capitals carried at double rate. Cash 
with order. 











SENSATIONAL attachment to telephone for 
the hard of hearing, retails at $1.00. Send 
for free samples and details on dealer sta- 
tionery. Phonaid Co., 504 Brooklyn, Ann 
Arbor, Mich. 








Encountering New Earmold 
Problems With Hearing Aid 
Glasses? ? ? ? 


MANY DEALERS ARE - - 
AND ARE FINDING 
A SOLUTION WITH Mid-States 


SOFTEX and NUTEX EARMOLD 


SOFTEX and NUTEX EAR. 
MOLDS have swept the nation 
used conventionally — Now ap- 
plied to hearing aid glasses, 
SOFTEX and NUTEX EAR. 
MOLDS are proving THE AN- 
SWER to close acoustical seal 
with comfort to the user. 


SOFTEX and NUTEX were de- 
veloped by hearing aid people 
for hearing aid people. 
CHARTER MEMBERS: 


Hearing Aid Industry 
Conference. Inc. 


SMT: 
RR NT 
SaTEY 











“The QUALITY Earmold Facility” 
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Likins From He Feeaders 


fort and work, usually done by just a 
few people, goes into arranging such 
a tremendous affair? 

Program Chairman Stan Foster— 
well, there is only one STAN FOSTER— 
‘nuff said! We owe him and all those 
who worked with him a great deal. 
Now I wish the next annual meeting 
was not a whole year away! 

I am certain that many non-mem- 
bers who were there will now join, 
and would like to suggest that “Every 
member bring in one new member.” 

My sincere thanks to all those who 
helped make our 8th annual meeting 
such a success. It was a real pleas- 
ure to be able to be there. 

ALLAN M. DUBIN 

President, Connecticut Hearing Aid 
Society, Bridgeport, Conn. 


Stapes Mobilization 


® I read your interesting article in 
the October issue of AUDECIBEL, and 
I would like to know about this new 
operation. Several years ago I had 
a fenestration operation in my right 
ear. It was not a success, and I lost 
any hearing in that ear. I have a 
severe loss of hearing in my left ear 
and hear with great difficulty with 
a powerful hearing aid. 

Do you think there is any chance 
that the stapes mobilization operation 
could help me any? 

C.M. 
Tallahassee, Fla. 


Dr. Scheer’s Reply: 


® This is in answer to your recent 
letter regarding your suitability for 


Names 


WINFIELD SHIRAS, formerly inter- 
nal management consultant at 
Westinghouse Electric Corp., has 
joined Telex, Inc., as vice-president 
and general manager. 


EDWARD WEIN has been appointed 
sales promotion director of Otarion 
Listener Corp. 


DOYLE D. CHANDLER has joined 
The Vicon Instrument Co. as mid- 
west sales representative. 


WILLIAM (WALLY) POWELL, for- 
merly manager of the Life (Mag- 
azine) Circulation Co., has joined 
The Dahlberg Co. as national sales 
manager. 


in tHe 


the new techniques which I am now 
using in doing stapes surgery to im- 
prove hearing loss resulting from 
otosclerosis. 


It is not possible to do this type of 
surgery on your fenestrated ear, 
since the middle ear structures have 
necessarily been altered in that ear. 
One of the bones needed for sound 
transmision is now absent. There- 
fore, this would leave only the other 
ear to consider; and when there is 
an advanced hearing loss in the one 
good remaining ear, one has to be 
extremely cautious in recommending 
surgery. 

There are varying degrees of suit- 
ability for this procedure depending 
upon the degree of function still 
remaining in the auditory nerve. If 
the auditory nerve function is at a 
high level, it is possible to obtain a 
large improvement following a suc- 
cessful procedure. On the other 
hand, if there has been advanced de- 
terioration of the auditory nerve, it 
may be possible to gain only a small 
degree of improvement. 


As a rule, if an individual has dif- 
ficulty in hearing with a powerful 
hearing aid, it is indicative of some 
deterioration of the auditory nerve, 
so that while it may be possible to 
obtain improvement, it may be only 
a moderate amount. 

Audiometric studies will always 
indicate the maximum gain that it is 
possible to obtain with this surgery. 


ALAN AUSTIN SCHEER, M.D. 
New York, N. Y. 


News 


RALPH CAMPAGNA, formerly vice- 
president of The Dahlberg Co., has 
been appointed North American 
representative for Danavox A/S of 
Copenhagen, Denmark. Headquar- 
ters in this country will be at P.O. 
Box 111, Wayzata, Minn., under the 
name Danavox - North America, 
Ine. 


PAUL GLIKIN, Certified Hearing 
Aid Audiologist, formerly a retail 
distributor, has joined Acousticon 
as regional manager for the South- 
Central Div. 


MARTIN E. DEMPSEY, Ph.D., has 
joined Beltone’s research and devel- 
opment staff. 
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DEVELOPED FOR THE PROFESSION 


Now... from 


arion 
a top quality 


new combination 
speech and pure tone 


AUDIOMETER 


at the introductory price of 


only $500 


“All that is to be desired in the office’’ 


—says noted otologist— 













We endorse and sub- 
scribe to the princi- 
ples and ethics of the 
SHAA as set forth in 


this issue. 

















° The Otarion Model 1000 Speech and 
MeL, a combination speech and pure Pure Tone Audiometer was specifically 
tone Audiometer with all these | ptt a recy taeaganern 0 
ing equipment in on nv 

features in one attractive light weight case: unit. Redes spacial introductory price 
of $550.00 includes all the “extras” 
necessary for both diagnostic and pre- 
scription purposes. Write today for full 
information. The Otarion Model 
1000 is available either in cabinet 

or portable models. 


@ A pure tone circuit from 250 to 8,000 cycles with 
continuous tone and pulsating tone 


@ Speech circuit with high suppressed, low sup- 
pressed and normal positions 


@ Speech circuit and record circuit 


Gray Plastic Covered 


@ Masking circuit and microphone circuit Portahte Case 


@ In-built loud speaker plus jack for external speaker 
@ Double high quality earphones 


©. Done condeaten seoueer Developed by Otarion engineers who created the world’s 
@ Microphone and Monitor phone first (and best) eyeglass bearing aid, The Listener. 


Oferta Listener A gion 











SEND complete information on the 
COR PORATION MODEL 1000 Audiometer. 


Ossining, New York oom 
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SERVING the HARD of HEARING SINCE the 1930’s | ° ari 
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260 Southfield Road 
Detroit 28, Michigan 
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